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SIDE[YER

Positioned for Better Health

Constructive
Tension

Challenger reps seek to
leverage constructive
tension to their advantage
across all dimensions of
the sale.

Challenger reps deliver
insight that reframes the
way customers think about
their business and their
needs.

Teach

for Differentiation

Challenger reps openly
pursue goals in a direct
but nonaggressive way
to overcome increased
customer risk aversion.

Challenger reps
communicate sales
messages in the context of
the customer.

Take Control
of the Sale

Tailor

for Resonance

Source: CEB, CEB Sales Leadership Council, 2011.
Figure 3.1. Key Skills Within the Challenger Selling Model htip://bit.lv/uswwpu
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Buyer and Influencer Personas
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Clinical Experts and

Influencers
(Innovators)

Leadership
(Innovators,
Early Adopters,
Conservative
Middle)

Operations and
Administrators
(Conservative
Middle, Skeptics)

Patient Families
(Advocate)

Patient Care

Innovation

Publications and Personal
Reputation

Strategic goals

Financial goals
Operational KPI’s
Competition in market
Staff satisfaction
Reducing worker’s comp
Brand

ROI

Keeping Costs Low
Operational metrics
Reducing Redundancies
Reduce Risk of Lawsuits

Supporting family members
Giving / donations

How can | help my patients?
How does this push the boundaries of medicine,
science, and technology?

Is the solution desired by medical influencers?

Does the solution increase revenue or reduce costs?
How can | reduce risk of harm to patients?

How can | reduce staff turnover?

Can we partner together on branding?

How can | help my staff and colleagues?
Keep teams happy and engaged

Reduce Risk — FDA, Approvals

Supply Chain and Purchasing

Finance and Risk

Reduce bedsores
We are looking into patient insurance reimbursement

Medical / Clinical Director
Medical / Clinical Manager

C Suite

President

Vice President
Executive Director

Director
Manager
Representative

Parents, Family of patients
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